With the rapid development of E-commerce, online shopping has become an indispensable part of most people's life. This paper takes Pinduoduo E-commerce platform as an example to study the consumers' purchase behavior of Pinduoduo based on the integrated technology acceptance model (UTAUT theory).Then with the empirical analysis method to verify the main factors affecting the consumers' purchase behavior in the Pinduoduo E-commerce environment. Finally, according to the empirical conclusions to provide suggestions for the development of Pinduoduo E-commerce platform, and help it gain the recognition of consumers and promote Chinese E-commerce.
Introduction
At present, online shopping has gradually penetrated into the lives of Chinese residents and become an important way of consumption. By June 2017, the number of online shopping users in China had reached 514 million, accounting for 68.5% of the total number of Internet users, an increase of 10.2% compared with the end of 2016. Despite the rapid development of E-commerce and the continuous innovation of E-commerce platforms, there are great changes in consumers' behavior and psychology under the increasingly developed social and economic conditions. Meeting the needs of consumers is the key to success for enterprises, so it is urgent to study consumers' behavior.
Literature Review
UTAUT model is proposed by Venkatesh [1] , Morris and other scholars used for reference eight main theories of technology acceptance and behavioral intention. UTAUT divides variables into two categories by reintegrating previous model arguments. One is the core variables, including performance expectation, effort expectation, social impact and contributing factors. The other is the regulatory variables that have significant impact on the core variables, including gender, age, volunteerism and experience. UTAUT model has the simplicity of theory to be a theoretical basis, so many scholars have done a lot of empirical research in the field of E-commerce.
Wang Feifei (2012) used UTAUT as the basic model and introduced the new core variable of shopping pleasure when studying college students' online shopping consumption tendency [2] . Suixin (2012) supplemented the acceptance and use model of social group-buying users based on causality theory, network socialization theory and perceived risk theory [3] . Wang Bingchuan (2013) revised the social factors in UTAUT model into third-party evaluation when she was studying the online group-buying [4] . Jiang Dan (2017) found that consumers' perceived entertainment of mobile purchasing significantly positively affected their consumption intention in the study of consumers' purchase behavior in mobile electronic environment based on UATUT model [5] . Sheng Yanling (2017) took technology acceptance model as the theoretical basis to study the impact of online purchase intention of college students in B2C E-commerce environment [6] . All the above studies are based on the mature model of technology acceptance model, and based on it, the model is expanded and improved by adding new variables, so as to achieve the purpose of studying practical problems.
Model Construction and Research Hypothesis
This paper takes UTAUT as the basic model, combines with the literature review, and takes the consumers' purchase behavior of Pinduoduo E-commerce platform as an example, puts forward the theoretical model of "the influencing factors of Consumption Behavior of Pinduoduo E-commerce platform", as shown in Fig. 1 . From the model, we can see that on the basis of the technology acceptance model, combined with the characteristics of consumers' online shopping, this paper modifies and expands the model, adding the perceived cost, perceived value and perceived risk as variables to determine consumers' purchase intention, thus affecting the consumers' behavior of Pinduoduo platform. The following assumptions are proposed based on the model, as shown in Table 1 . Table 1 . Research Hypotheses.
Items
Hypothesis H1
Consumers' Performance Expectancy of Pinduoduo platform has a significant positive impact on their Consumption Intention. H2
Consumers' Effort Expectancy of Pinduoduo platform has a significant positive impact on their Consumption Intention. H3
Consumers' Social Influence of Pinduoduo platform has a significant positive impact on their Consumption Intention. H4
Consumers' Perceived Cost of Pinduoduo platform has a significant negative impact on their Consumption Intention. H5
Consumers' Perceived value of Pinduoduo platform has a significant positive impact on their Consumption Intention. H6
Consumers' Perceived Risk of Pinduoduo platform has a significant negative impact on their Consumption Intention. H7
Consumers' Facilitating Conditions of Pinduoduo platform has a significant positive impact on their Consumption Behavior. H8
Consumers' Consumption Intention of Pinduoduo platform has a significant positive impact on their Consumption Behavior.
Data Analysis

Sample Description
In this study, 510 questionnaires were distributed, 450 questionnaires were effectively recovered, and the effective recovery rate was 88.24%. Among them, 180 were males and 270 were females, accounting for 40% and 60% respectively. Among the respondents, the most group was between 21 and 30 years old, accounting for 60.67% of the total. 77% of the respondents had bachelor's degree or above. The sample in this survey is mainly students and employees of institutions. The highest proportion is students, accounting for 50% of all the respondents. Therefore, 76.89% of the respondents have monthly disposable income of 1500 yuan or less. 41.33% of the respondents used Pinduoduo for 7-12 months, 70.89% of them used Pinduoduo 1-5 times a month, 51.78% of them browsed for 1-3 hours a week, and 73.11% of them spent 101-500 yuan more recently.
Reliability Analysis
The overall reliability coefficient of this study is 0.925, which is greater than the critical value of 0.7, indicating that the overall reliability of the questionnaire in this study is very good. As shown in Table 2 . 
Validity Analysis
The validity analysis of this study shows that the value of KMO is 0.921, greater than 0.6, and the significant P value is less than 0.001, which shows that the variable has good validity and reaches the significant level, and can be used as factor analysis. As shown in Table 3 . 
Factor Analysis
Factor analysis is based on the above validity analysis as a criterion to test again. Generally speaking, it is appropriate to determine the number of principal components greater than one. This paper extracts six factors: Performance Expectancy, Effort Expectancy, Social Influence, Perceived Cost, Perceived Value, Perceived Risk. The maximum variance method is used to rotate the factor load matrix orthogonally. The cumulative explanatory variance accounts for 65.236% of the total variance, which is more than 60%. It shows that the six factors can reflect most of the information. It is appropriate to extract the six factors. Similarly, the cumulative explanatory variance of Facilitating Conditions, Consumption Intention and Consumption Behavior account for 65.204%, 70.859% and 68.132% of the total variance respectively, which are more than 60%, indicating that the extraction of these three factors is also suitable. According to the final model framework, in order to further study the formation mechanism of Pinduoduo consumers' purchase behavior, this paper uses linear regression analysis to study the numerical relationship between six main influencing variables and Consumption Intention, as well as the relationship between Facilitating Conditions, Consumption Intention, Consumption Behavior. The fitness R2 of the adjusted model is 0.616.
Regression Analysis
Regression Analysis of Each Influencing Variable on Consumption Behavior. As shown in Table 4 , R-square represents the degree of interpretation of regression equations for dependent variables. Adjusted R-Square is 0.575, it means the fitting equation can explain 66.6% of the variation of the dependent variable.
As shown in Table 5 , F=102.209, P=0.000<0.05.The regression model established in this paper has significant statistical significance, so it can be further analyzed. As shown in Table 6 , the Perceived Cost and Perceived Risk are more significant than 0.05, indicating that Perceived Cost and Perceived Risk don't affect Consumption Intention significantly. Among them, Perceived Value is the most influential factor. Table 7 , the F-test values of both models reach a significant level, indicating that the overall regression effect of the two models both are good. In model 2, the standardized regression coefficient of Facilitating Conditions for Consumption Behavior is 0.595, which has reached a significant level. 
Regression Analysis of Consumption Intention on Consumption Behavior. It can be seen from Table 8 , the F-test statistic values of both models reach a significant level, indicating that the overall regression effect of the two models is very good. In Model 2, the standardized regression coefficient of Consumption Intention to Consumption Behavior is 0.700, which has reached a significant level. 
Results of Hypothesis Verification
In this study, by summarizing and sorting out the literatures on consumers' purchase behavior of E-commerce platforms, combining with the actual situation of consumers of Pinduoduo E-commerce platform. On the basis of UTAUT model, SPSS is used to verify the hypothesis proposed and study the degree of influence of Pinduoduo consumers' Performance Expectancy factors, Effort Expectancy factors, Social Influence factors, Perceived Cost factors, Perceived Value factors and Perceived Risk factors on their purchase intention, and Facilitating Conditions on consumers' purchase behavior. Combining all the analysis results in this paper, all the hypotheses and data validation results are summarized as shown in Table 9 . Table 9 . Results of Hypothesis Verification.
Items
Hypothesis Result H1
Consumers' Performance Expectancy of Pinduoduo platform has a significant positive impact on their Consumption Intention.
Support H2
Consumers' Effort Expectancy of Pinduoduo platform has a significant positive impact on their Consumption Intention.
Support
H3
Consumers' Social Influence of Pinduoduo platform has a significant positive impact on their Consumption Intention.
Support
H4
Consumers' Perceived Cost of Pinduoduo platform has a significant negative impact on their Consumption Intention.
Not Support
H5
Consumers' Perceived value of Pinduoduo platform has a significant positive impact on their Consumption Intention.
Support
H6
Consumers' Perceived Risk of Pinduoduo platform has a significant negative impact on their Consumption Intention.
Not Support
H7
Consumers' Facilitating Conditions of Pinduoduo platform has a significant positive impact on their Consumption Behavior.
Support H8
Support
Suggestion
Improving the Quality of Products
At present, there is no scoring system for the Pinduoduo E-commerce platform. Judging whether the goods are good or not, it mainly depends on sales and evaluation. However, Pinduoduo's supervision of click farming is much behind Taobao, and the brush sales evaluation will mislead consumers. Compared with other E-commerce platforms, the biggest advantage of Pinduoduo E-commerce platform is that the price is relatively low. If the quality of goods is improved on the basis of this price, the consumers of Pinduoduo E-commerce platform will not only become more and more, the customer loyalty will increase. Therefore, Pinduoduo E-commerce platform should fundamentally improve the quality of goods, improve the threshold for merchants to enter, guide and restrict the normal operation of merchants through a series of rules and regulations, so as to ensure the safety and quality of goods.
Improving the Easy-using of Pinduoduo APP
Social E-commerce means that buyers can not only browse all kinds of goods on the platform, but also interact with social friends. However, the operating system of Pinduoduo's spell shopping list is too complicated and the ordering process is not clear enough, which largely hinders the enthusiasm and willingness of some consumers to participate in the spell shopping list. So I suggest that Pinduoduo should simplify the process of spell shopping list, provide a simpler and easier to operate spell shopping list system for users. By constantly improving the operation process and spelling way, it can improve the efficiency of consumers' shopping, save the time cost of consumers, and thus improve the consumers' satisfaction.
Improving the External Reputation
Consumers' behavior has conformity, so the role of third-party evaluation is becoming more and more important of online shopping. Active third-party evaluation can provide a large amount of popularity and transaction volume of group-buying websites. At the same time, negative evaluation may bring a devastating blow to the credit and transaction of businesses. As a businessman, I suggest that Pinduoduo E-commerce platform should actively respond to and rationally use the third-party evaluation mechanism, build a perfect third-party evaluation system and platform for consumers, pay full attention to the role of third-party evaluation, and establish a scientific and reasonable explanation and compensation mechanism for negative evaluation. Only by improving the satisfaction of consumers, it will have a good evaluation.
Improving the Perceived Value of Consumers
According to the results of empirical analysis, it is found that the consumers' purchase behavior of groups in different ages, occupations, educations and incomes are significantly different. Therefore, Pinduoduo E-commerce platform should subdivide the target according to the characteristics and needs of different consumers, and use big data analysis to achieve accurate marketing. The young consumers are increasingly demanding for perceived entertainment, Pinduoduo E-commerce Platform should be able to add some fun in the development of marketing strategies to effectively stimulate consumers' purchases. Good experience effect can improve consumers' desire of purchasing and stimulate consumption.
Improving the After-sales Service System
The after-sale service work is an important part of Pinduoduo platform. The quality of service provided will not only influence the company credit, but also influence the customer loyalty. In order to maintain the good reputation of Pinduoduo platform, it should strictly observe relevant national regulations about Product-Quality Law and provide high quality products with the principle of hospitable reception, enthusiastic service, quick response and prompt resolution. So Pinduoduo should conscientiously the after-sale service work in full-scale, the credibility of which can be enhanced and market share can be expanded.
Summary
This paper studies the influencing factors of consumers' purchase behavior of Pinduoduo E-commerce platform by questionnaire survey and statistical analysis based on the technology acceptance model. The following conclusions are drawn: Consumers' Performance Expectancy, Effort Expectancy, Social Influence and Perceived Value have significant positive effects on consumers' willingness to use, and their Facilitating Conditions, Consumption Intention also have significant positive effects on Consumption Behavior. Finally, according to the above conclusions, the suggestions are put forward: Improving the products' quality, external reputation, ease of use, perfect after-sales service and perceived value of customers.
